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rketing Defined

Influencing human behavior
using marketing principles

f societal benefit rather than
e (W. Smith, Academy for Educational




r & Gerald Zaltman

ng Is the design,

on, and control of
culated to influence the
of social ideas and
siderations of product
INng, communication,

nd marketing research.”
man, 1971)




Andreasen

g Is the application of
arketing technologies to the
ning, execution, and
programs designed to
voluntary behavior of target
order to improve their
are and that of their society”
997)




of Social Marketing

d...plus...

| marketing builds on a
ISSUe awareness

ue and community size
proper mix of media




h Continuum

Aware but Entrenched,
ot Considering No Desire to Change
Change

ocial Marketing Law




keting Campaigns

e Live Strong - Cancer

e Fight for your rights -
e MTV campaign
e Dove - campaign for
real beauty

e Budweiser - Drink
Responsibly

e Philip Morris - dangers
of smoking




Concepts




t—Comprehensive

, multidisciplinary, and
programs to change behaviors

rch to understand point of view of
nce

alnable alternative behaviors that
ce needs with needs of sponsors —

ring and evaluation




| Marketing Is Not

proach” model
ertising only

or media outreach only
ly by the campaign

rcing behaviors
hment




Ick Example:
ke Bay Campaign

mponents

oresence

t Initiative

al Lawn Care Initiative
rtising

edia




e In Point

Waste Utah”




Utah--Background

rans spent $500,000/yr
er.

little knowledge about
aigns




te Utah-Strategy

males identified as
ce

anti-hero character




e Utah-Execution

s

ags, etc.
S
alrances

n people had personal
he campaign




te Utah—TV Spots

DONFWASTE UTAH




te Utah-Evaluation

vey four months out

f Utahans identified the Don’t
ampaign—28 percent more
er anti-litter campaign at the

t

wareness

cent reduction In litter In
—statewide improvement e




Your Audience

r and Simple

d give target audience one
to do

Ible
Ive




ept - Exchange

hlight the benefits
-emphasize the barriers

oduct, price, place or
eet the exchange, If




change

You Get

A Pepsi

e a thirst quencher
e good taste

e fun

e youthful feeling
e girl/boyfriend




Xchange

You Get
A nicer community
e petter recreation areas

e Better environmental
and physical health

e The same ‘ole fishing
hole your Grandpa took
you to preserved for
your grandkids




pt- Competition

ompelling reason to change

can maintain current
easier

, delivery, service provider or
ake promoted behavior more
competing behavior less
vailable, or more costly




ept—Audience

dience to:
r's to behavior change
nge

ms
s, changes needed




tion Overload

stimated...

Isplay ads

dio commercials
commercials

to North America’s
ncious.” (Lasn 1999)




What is the watershed
problem?
What actions could
reduce the problem?

WHO MUST ACT TO
RESOLVE PROBLEM

Change Model.

pproach that Facilitates Change

WHY THEY WANT
TO DO IT?
Pricing
What's in it for the audience?
Why would they want to do it?
What will it cost them?
What's the cost of inaction?

WHERE (HOW) THEY CAN
DO THE BEHAVIOR?
Place
Home
Work
Recreation area
Where do you get what you need for behavior

WHAT ACTION MUST BE TAKEN?

describing the action in a way that is
relevant to the target audience and
helps fulfill some unmet need.

IMPLEMENTATION

Using your media mix to
get the message to the
audience

Product or Behavior e

HOW DO YOU GET YOUR AUDIENCE THE

MESSAGE?
Promotion or Communication

classroom teaching

mass media messages

media advocacy--news

small group discussion

point of purchase displays
worksite education

community meetings, ETC, ETC

Jel for Interventions that Facilitate Change

EVALUATION

Did you do what you
said you would?

Did it work?
How do you know?




the Problem

ed Watershed goals and

ng data sources/literature

tions/behavior change could
lem

ary target audience(s) and

S).




Who Must Act
lve Problem

ze demographic,
ultural and other data on

to smaller, more
oups for which uniquely
sages and actions can be




Who Must Act
lve Problem

Jments for your program and




rmative Research

cted target segment: needs,
ars, knowledge, attitude,
ved risk

loral determinants of desired
cted target segment

pts and program elements




e In Point

Watershed Survey




vealed Lack of
areness

onservation issues

Question 39. STORM WATER is the water from rain, melted snow, and
sleet....from what you know or have heard, does neighborhood storm water go
to a treatment plant?

Yes, 30%

No, 40%




yon—Dog Country

the residents surveyed own at
, and half of the dog owners
their dogs along creek trails.
hich represents over 20,000
ha+/- 7% error), indicated
,900 dogs are reqgularly visiting
S, and that the waste of more
regularly ends up along our
Thus, educating dog owners
rimental effects of their pets’

| creeks will be a vital
the campaign.”




p Campaign

marketing (behavior change)
bjectives for selected segment
s and channels for selected

principles (the “marketing mix™)
ages




eting Principles




roduct

Ice, product being
th the target audience for
nefit

Ice, product must
ssfully against the
current behavior




Price

et audience of changing

|, or more often related

ost




Place

access products or

S or products to places
ce frequents, in order to

engage in the behavior?




omotion

to the audience about
m, price, and place

g, door to door, neighbor to




and Monitor
rogram

Ivate front line staff
and programs and

erials

t/program and materials
monitoring data suggests




ct Evaluation

rocess, outputs and
ed to behavior objectives

target audience
ave an impact
tcome occur, why/why

tion plans and models In
Ith program changes




10N Levels

ssage

0
dividual behavior

Ironmental impact




tion Types

e said we would?

mes
easure outcomes?




ke a Marketer
r Change

dience
and Costs and Exchange
In Right Frame of Mind?

IS Right Place & Time?




ence Assessment




Define the Problem
arget Audience

ed which is well-representated in your group.

nmental problem related to human behavior in

().
tion/behavior change could reduce the problem.

eholders contributing to the problem.




lIence Research
ethods




-Interactive
rch Methods

earch
nalysis

search
raphic Data

Ic Data Research




teractive
rch Methods




ation: Interactive
Methods




bservation

Participant

Participation

Influence




ervation

ships
e/groups

p patterns of
erent social

—
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terviews

th descriptive data (feelings, beliefs,
ommunity life.

of asking individuals (or small
ns and recording their answers.




tion Types

ured Semi- Structured
structured
tion Question/
Answer
ee Interviewer
Specific
Questions




ew Approaches

Time-consuming
Expensive

Potential for bias

In-Person Te|ephone
Builds rapport Inexpensive
Non-verbal cues Convenient
Flexible Reach

Limited rapport
Duration

Basic questions
Potential for bias




pall Sampling




us Groups

nity member’s feelings,
itudes about different issues
group setting

nistered by a moderator using
al approach.




Group Protocol

he set of questions used by the
acilitate a focus group.

of gpen-ended questions to
ssion, close-ended gquestions,
[s to elicit opinions.

similar to a survey.




Ive Sampling




oup Preparation

e/topic
pecific
goals

Invite

Ifferent subgroups— but may want similar
ral groups
respondents
ecific topic or each other in advance




oup Preparation

ills
lop rapport
and assertive as needed

fessional moderator
t research, conflict resolution
$1000-3000— moderation and written




oup Preparation

0se
e groups, use same questions for comparison
omes the focus group “protocol”




oup Preparation

to record discussion
Jdeo tape

to disclose focus group

ous
al depends on community and

S




roup Preparation

stical factors

e, and cost of focus groups
2 people (invite more due to “no shows”)
al recruitment assistance

t compensation ($35-50, refreshments, travel
or small gifts)

Cus group
2 hours

time of focus groups
entrally located facility
t time for participants




ting Participants

Telephone Reminder

Follow-up Phone Call
Several Wkeks Dai of focus grtup
Personalized Personalized Thank you and
Introductory Confirmation Compensation
Letter Letter




Surveys

tion directly from people,

h a written questionnaire or an
lephone interview guided by a
nnaire.

arious aspects of the
ch as values and feelings
r environmental issues.




rvey Types

Self-Completed

Administered

Easy to conduct

Large sample

Anonymity

Cost
Low response rate

Survey-dependent

Flexible methods

High response rate

Ability to clarify

Cost

Intrusive

Potential for bias -m.




om Sampling

654 387 584 895 624 532
659(286)594 856 483 257
792 843 752 357 932 759
(509)327 503 927 297 523
327 754 687 865 456 347
504 290 752 502 237 507
275 357 932 750 239 572
457 932 784 983 749 374




ng of Questions

stions: use conservatively, they

'S Interest, but they take longer to
also more difficult and timely to
he diversity of responses.

e difficult trade-off type questions

aracteristics, e.g., sex, race, income,
st.




Design Overview

ant to know about your
?

K It?




ed Question Design

alk to about environmental issues?

u think are the environmental
your community?

ou go to hang-out?

U choose to live here?

feel about the future of your




ed Question Design

What is the main reason you visit
Blue Lake ?

A) Fish D) Other
B) Boat E) I Don’t Visit
C) Swim

Have you ever fished at Blue Lake ?
A) Yes

B) No

It is safe to eat fish from Blue Lake.

A) True C) I Don’t Know
B) False




ents/Scales Design

ts below, please indicate whether you:
), Disagree (D), Strongly Disagree (SD),

SA A D SD U

red

ncoln, Department of Agricultural Economics (adapted)




lon Design Pitfalls

d Questions:

pet waste Is a significant source of water
gs should be banned from local creeks?"

pet waste Is a significant source of

dogs should be banned from local

rds:

hat the city should not regulate residential
f)

regulate residential fertilizer use?




n Design Pitfalls

Leading Language:
ant to protect the environment?
Ink about protecting the environment?

tions:
r community thinks . . .what do you think?




nteraction Techniqgues

eople to feel
ads to open and

The focus of our
discussion will be...

You may choose
not to answer any
question

Your |dentity will
remain
confidential

Our discussion will
last about ...




e Interaction Techniques

Probing/Pausing - ask for additional information and
follow-up on details.

* That's very interesting, would you explain further?
« Can you give me an example?
* Understandings and affirmations.

Restraint - remain neutral and challenge questionable
answers in an unthreatening manner.

» Earlier you said this . ..

Retreat - ending the interaction.

* Would you like to continue this discussion another time?
* Is there anything else you would like to add?

Recording - tape or video recording and noting
answers, behavior and setting.




SERVATION

active Methods

Interview Focus Group Survey
Small Group Individuals
Purposive Random
Moderated Self-completed
Discussion Administered
Open-ended Open-ended

Statements/Scales

Close-ended
Statements/Scales

Group Dynamic

Reach, Convenience

Time, Bias,
e Cost,
Expertise

Time, Bias,
Cost,
Expertise




view Exercise

I'S.

3 open-ended interview
arn about the top NPS issue
I's watershed.

rview Partner B.
rview Partner A.
S.




vey Exercise

groups, select a facilitator and

esign 5 survey guestions (one
related to an NPS issue your
essing.

elect 10 questions from your
two of each type) for a

esign one final questionnaire.




Part 111

Benefits, Barriers, and




Thinking Lik

e Focus on the audience
e |dentify Benefits and Be



Benef

= Real Benefits

= Save money
= Save time
= Protect health

= Perceived Benefits
= Fit in with others (It's cool)
= People expect it
» Everyone else is doing it
= |'ll get rewarded




Barriers that Preve
Change

e Physical Barriers
— Too hard to do
— Not safe

— Takes too long - e —

e Economic Barriers

— Added costs
— No cost savings
— No one else is doing it



Barriers, cont.

e Education Barriers
— Don’t know how to do it

e Social/Psychological Barrier:
— No one else Is doing It
— I’ve never done it before
— Tried it once and it didn’t work




Overcoming Barri

Everyone else is doing
it (or not doing it)

We’ll teach you how
to do It

Save money/get money

It takes 5 minutes or less

It's the cool thing to do
You'll get a reward If you do |




THE ADVERTISING COUNCIL




Get C

e Formats: TV and radio P

e Messages: Save money ¢
the environment
— Turn thermostat down
— Cash for recycling
— Properly inflate tires
— Keep your car regularly tune



Matching the Message

Audience
Audience Message
= Stop s
] T_eenage bregthi
girls « Inside
* Pregnant an ex-
women = You’re
= Teenage to learn
b plays, a
OYS smokin
= Middle- = Wanty

aged man Keep s



Matching the Message

Audience

Audience Messa
= Teenage qirls = Sto
9e 9 bre
* Pregnant - I
women an
* Teenage boys " Yo
- to |

= Middle-aged
I
men / grﬁ
= \Wa

Ke
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Motivations Change In
External Fact

55 saves lives




Motivations Change in R
Fxternal Facto

Lower speeds saves gas




Multiples Messages to Ac
Resiilt

Click 1t or Ticket




Multiples Messages to
Result

Seat Belt Use Last Week

895%
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Other Social Norms

Eco-labeling
Recycling bins at curb (public
Yard or home signage

Farm demonstration fields






Open the
Door
to Clean
Lakes!

* Organize lakeshore cleanups to collect
trash and litter washed up to shore.

* Recyele used oil.

* Clean off recreational equipment after
use to stop aquatic hitchhikers.

* Use pump-out stations for boat waste.

* Let natural vegetation grow by the
lake—mow and fertilize less!

* Join your lecal lake organization, or startone
on your own (Visit www.epa.gov/adopt).

* Become a volunteer lake monitor
(visit http://dipin.kent.edu).

* Enjoy your lake!

i ﬁtn sm,%-

¥

NC> IDUMPING
IDI2ZAININS TCO I3AY




e The Bay is Closer Than You

e Seat belt reminders
— ding ding ding
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City of Albuguerqu

e Results
— 1,400 xeriscapes have been created
— 44,000 high-flow toilets have been conv
— 4,100 low water use washing machines |

e Bottom Line: Water use has drop
residential customers, saving 88







“Please don’t soil our waters!”

YOUR HEART
NEEDS
EXERCISE,

Use The...




Home Improvement.

Home renovation doesn’t have to cost the
earth—or the forest. Ask for FSC certified
wood. Learn more at www.fsc.org.

Pew Jelinek. F3C Trademark © 1996 Forest Sarwartubip Councl A.C.

FiC



For Example...

TCEQ Nonpoint
Public Educatl

e Key issues
— Yard care, HHW, pet waste, motor o

e Messages
— “Please don’t feed
the storm drain.”
e Techniques
— Vivid communication
— Prompts
— Billboards, posters, PSAS




tal Protection Agency.

IF YOU THINK
PICKING UP

DOG POOP

IS UNPLEASANT,
TRY DRINKING IT.

Commissicn and the U.5, E

Sponsored by the Texss Natural Resource Cor

¢ Pet waste washes into storm drains, polluting our €05

rivers, lakes and drinking water sources. Get the scoop. ; FTE"E!D -

1-800-CLEAN-UP %y s



e Problem: Pollution of Lake M
drinking water source

e Key issues:
— Lawn care
— Dumping down storm drains
— Pet waste

e Techniques

— Prompts (storm drain markers), viv
PSAs, pet food lids), build motivati
curriculum)
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Caution

e Don’t Stop with knowledge!
e Remember, knowledge is n




Going, going, gone.
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1994 1995 1996 1997 1998 1999 2000

Consumption = Media Buy == Awareness
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